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ABSTRACT
This study examined whether corporate travel planners performed any
kind of evaluation among their clients and in that case what that evaluation
revealed about the different air
lines'
performance. A questionnaire was sent
out to 100 members of National Business Travel Association (NBTA) all over
the U.S. In this questionnaire the respondents were asked to answer 10
questions about if and how the evaluated the performance of the airlines.
In the survey, 25% of the respondents said that they did not perform
any evaluation at all. The most commonly used evaluation method was to
hand-out questionnaires which was used by 37.5%. Focus groups were used
by 11% of the respondents as an evaluation method. When asked why they
did not perform focus groups 40% said it was too time consuming. None of
the respondents indicated that it was too expensive or that they did not have
the knowledge. When conducting focus groups the most commonly used
method was to pick out participators from a frequent flier list provided by the
airlines. The top issued brought up in their evaluation whether they used
focus groups or any other kind of evaluation method, was arrival time of the
airlines.
The highest rated U. S carrier was USAir followed by United and the
highest rated transatlantic carrier was British Airways followed by SAS.
n
FORM I
ROCHESTER INSTITUTE OF TECHNOLOGY
School of Food, Hotel and Travel Management
Department of Graduate Studies
M.S. Hospitality-Tourism Management
Presentation of ThesislProiect Findin~s
Name: Eva B. Larsson Date:11/15/9.4~S#: _
Title of Research: _-.:E:.;v;.,;;a;:,:;l;.::u.:::.a.::.;t~:.;·o:;.;.n=-.:....M__e__th__o_d_s_Amo_n-=g~c_or...:p:...o_r_a_t_e_T_r_a_v_e_l_M_an_a __g_er_s _
Specific Recommendations: (Use other side if necessary.)
_--'-- (Chairperson)Thesis Committee: (1) Dr. Edward B. Stockham
(2) Mr. Edward A. Steffens
OR (3) Dr. Richard F. Marecki
Faculty Advisor: Dr. Edward B. Stockham
Number of Credits Approved: 08_C_r_e_d~_·t_s _
II:J~ /eli!
I I
Date Committee Chairperson's Signature
//3u/9l/
Date Department Chairperson's Signature
Note: This form will not be signed by the Department Chairperson until all corrections,
as suggested in the specific recommendations (above) are completed.
cc: Departmental Student Record File - Original
Student
ACKNOWLEDGEMENTS
I gratefully acknowledge my thesis committee: Dr. Richard Marecki, Mr. Edward
Steffens and Dr. Edward Stockham for their advice and support.
in
TABLE OF CONTENTS
Abstract ii
Acknowledgements iii
Table of Contents iv
Table of Tables vi
Table of Figures vii
Chapter I Introduction 1
Significance and Nature of the Study 4
Purpose of the Study 4
Definitions of Terms 5
Chapter II Literature Review 6
The Airline Industry 6
The Airline Product 8
Customer Service 9
Customer EvaluationMethods 11
Chapter HI Methodology 14
Stage 1-Constructing the Questionnaire 14
Stage 2-Creating a Sampling Frame 16
Stage 3-Data Analysis 17
Chapter IV Results, Analysis and Discussion 18
Results 18
Summary of Findings 18
iv
Chapter V Summary and Recommendations 32
Recommendations 33
Bibliography 34
Appendixes 36
A. Coverletter
B. The Questionnaire
C. Tables of Percentage per Service item
TABLE OF TABLES
Table 1. Topics Focused on when Evaluating 25
Table 2. Percentage of time spent on U. S carriers 26
Table 3. Percentage of Time spent on Transatlantic carriers 27
Table 4. Total Percentage of Rating per Airline (U. S carriers) 29
Table 5. Total percentage of Rating per Airline (Transatlantic carriers) 30
VI
TABLE OF CHARTS
Chart 1. Do you Conduct Focus Groups? 19
Chart 2. What Other Methods of Evaluations do You use? 21
Chart 3. Why do you not Conduct Focus groups? 22
Chart 4. How do You choose Participants for the Focus groups? 23
vn
CHAPTER 1
INTRODUCTION
INTRODUCTION
In the corporate travel industry the emphasis is often on saving money
for the company without losing sight of the quality of the service. How can
the corporate travel planner find out if his company gets its money worth?
The easiest way would be to seek feedback from his clients with
questionnaires or by conducting focus groups where his clients can express
their opinions about the service that they get from the airlines that he uses.
Focus groups as a mean of measuring customer appreciation are not a
new technique. They started after World War II, and were simply called
group discussions. Businessmen pulled some of their customers together
and asked them what they thought about certain issues involving their
business. Today the forums are a bit more sophisticated, but the basic setting
is still the same (Stewart and Shamdasani, 1990).
In the 1980xs business travelers became a new target market for many
airlines. After the oil crises in the late 1970vs, airlines were looking for an
economic recovery. The business traveler had two major advantages over
other passengers. First, the business traveler has to travel in good times and
in bad. Second, he is often the only passenger paying a full fare price for his
seat. In the 1980xs many of the major international carriers like KLM, Air
France, British Airways and SAS changed their first class into a Business
Class. This would serve the needs of the business traveler better. The special
needs of the business traveler like on - time arrivals, and faster check-in,
became a new marketing tool (Carlzon 1987).
This was all well and fine during the good economic situation in the
late 80s s and in the beginning of the 90Ns. However in the recession that
characterizes the early 1990Ns companies have become more aware of the
importance of cost - cutting and are seeking ways to cut down on costs
everywhere. One way for airlines to try to minimize their loss is to cut
airfares and lay off people. Business traveling today is more about cost than
extra amenities. (Weintraub 1993)
The American Express Survey of Business Travel Management of 1992
shows that U. S corporations will spend about $130 billion on travel and
entertainment in 1993. This makes travel and entertainment the third largest
expense after salaries and data processing. Most of this is spent on air travel
(American Express 1992).
Corporate planners have to try to see both the convenience and cost of
travel planning, while expecting a high performance level from their
suppliers. A question that arises is whether the performances of the airlines
have changed in the tough economic situation and all the cut - backs that
have been done in the industry especially among the employees of the
airlines.
One of the best way to see how well a company is performing is to seek
feedback from its customers. Only by asking the customers can it be
determined out if the company is providing the service that the customers
expect. Unfortunately most managers or corporate travel planners, do not
encourage or listen to ideas from their clients (Disend 1991).
If they receive any feedback, it is most often in the shape of a
questionnaire that is handed out among the customers. It is believed that
focus groups are a good way to acquire information that a questionnaire can't.
While conducting a focus group the participants can be asked why they
respond in a certain way. Despite these advantages focus groups are not
conducted very often among corporate travel planners. They can be time-
consuming and require much preparation and analysis afterwards, so more
often it is easier to hand out a questionnaire instead. A questionnaire is
limiting in a way because many times the respondent has other opinions and
suggestions that a questionnaire can't fulfill (Davidow and Uttal 1989).
Focus groups started out as a form of group discussion and are used
today as a scientific way to evaluate the performance level of the businesses.
A focus group allows the participators to speak freely and, if there is a certain
need to go more deeply into one problem, you have the possibility to do that
(Merton et al. 1990).
SIGNIFICANCE AND NATURE OF THE STUDY
A corporate travel planner wants to provide his clients with the best
service. By seeking feedback from their clients they will be able to see how the
airlines are performing and if their company is paying for the best service
available. This study will examine if corporate travel planners conduct focus
groups, how they conduct these focus groups, if they use others means of
evaluation. It will also see how their clients evaluate the performance of the
different major domestic and transatlantic airlines. It is of importance for the
business that the performance of the airlines can be effectively evaluated by
using feedback from the business traveler. By doing this the airlines can
provide better service and thereby reach a higher customer satisfaction.
PURPOSE OF THE STUDY
The purpose of this study is to analyze if focus groups are used as an
evaluation method and if not, what kind of other evaluation methods being
used. The corporate planners will have the opportunity to grade the
performance of the airlines based upon the feedback from the clients.
This study could aid airlines when forming the business travel product
Are they focusing on the factors that are important to business travelers?
Corporate travel planners could use this study to see how other corporate
travel planners seek feedback from their customers. One main factor that will
be examined is if corporate planners use focus groups as a mean of evaluating
the performance of the airlines and in that case how these focus groups are
carried out.
DEFINITION OF TERMS
Focus groups: A certain amount of people usually 8-12 gathered to a
group discussion led by a moderator where different topics are discussed
freely.
Moderator: A person leading the focus group. His job is to ask key
questions and see to that the discussion stays on track.
Corporate travel planner: A person that works in a corporation and
handles the planning of the corporate employees travels arrangements.
CTP: Corporate Travel Department, the department that handles the
corporate travel at a larger corporation, usually led by a corporate travel
planner, CTP.
Frequent flier program: Provides free flights and air travel benefits to
the frequent flier based on the number of air miles flown on the carrier over a
period of time (Poynter 1990).
CHAPTER II
LITERATURE REVIEW
To give a full understanding of the action of the airlines this literature
review will begin with the deregulation of the airline industry in the U. S
that took place in 1978.
THE AIRLINE INDUSTRY
The one event that most drastically changed the airline industry in
North America and Canada was the deregulation. Until 1978 both Canada
and U.S.A.'s airlines had been regulated by federal governments since before
World War II. In the U. S the Civil Aeronautics Board controlled entry and
exits of new airlines and they also established fares by fixed formulas.
In the mid-1970Ns the opinions began to shift in favor of less
government involvement. Many people thought that the regulation led to
inefficient operations by the airlines and high fares to the public. In October
1978 the U. S congress enacted the Airline Deregulation Act of 1978 that
placed the power over to the market forces to determine quality, quantity and
the price of the air transportation. The act also led to the termination of the
Civil Aeronautics Board. At the end of 1984 the responsibility for
international aviation was turned over to the Department of Transportation
which was also given the authority to approve airline mergers (Taneja 1988).
Deregulation led to the need for a more orderly way to handle business
travel for corporations. The constant changing in prices, the marketing
options now made available by air carriers, the startup of a wholesale rebating
and frequent flier programs with free airfare made it essential for many
corporations to have a person responsible for corporate travel. As more and
more companies came to this conclusion, and many companies compared
their corporate travel expenses /benefits with other companies that had
corporate travel departments, business or corporate travel departments began
to be created.
The most important function of a Corporate Travel Planner (CTP) is to
make travel arrangements. These arrangements are either made directly with
airline carriers, hotels or through a travel agency. The CTP tries to negotiate a
good rate with the vendors but still maintain high quality. They work in
many different settings and their main role may vary to a great extent. The
two major organizations for CTP's are the National Business Travel
Association (NBTA) and the American Corporate Travel Executive (ACTE).
International fares for scheduled flights were usually jointly
determined at the ATA (Aviation Travel Associations) conference and
approved by the respective governments. Many countries in Europe are right
now in the process of a deregulation or have already deregulated their air
transportation system (Poynter 1990).
THE AIR LINE PRODUCT
An airline journey is a part of a variety of other products and services.
This has led to a pressure for the airlines to expand vertically into other areas
of the travel industry such as hotels, travel agencies, car hire or tour
organizations in order to gain greater control over the total travel product.
Airlines have to face the realization that one airline seat is very much
like another. The only way to differentiate their product is through an
increase in service and better frequent flyer programs for example. The
homogeneous nature of the airline product makes it relatively easy for new
entrants to the market and a though competition between the airlines.
The demand for business travel is related to several factors, not just the
level of trade and commercial interaction between two city pairs. It would
seem that the nature of industrial, commercial and other activities in an
airport is as an important determinant of the level of business travel demand.
Certain activities appear to generate more business trips than other.
Administrative capitals obviously generate much government related
travel. Major international ports also generate many business trips and so do
short term related industrial situations like a new oil field or the construction
of a new industrial complex.
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Todays world is seeing more and more of multinational or global
corporations and in our environment and, it is very important to be able to
communicate between the different located offices in the world. This makes
it natural for an increase in business traveling (Hill and Jones 1992).
One would not expect the demands for business travel to be closely
related to per capita income since business traveler's expenditure pattern is
not related to their own personal income, but to the needs of their employees.
On the other hand, several studies have found the gross domestic product or
some other measure of a country's national income or wealth does correlate
with the volume of business traffic generated. It is not difficult to accept that
business activity and travel will increase as nations total wealth grows
(Taneja 1988).
CUSTOMER SERVICE
The difficulty with delivering services is that it can't be measured in
numbers, facts and figures like other goods. Service is intangible,
heterogeneous and inseparable from production and consumption
(Parasurman et al. 1988). Albrecht defines service as an element of giving - a
spirit of generosity that makes people give something of themselves in
addition to just doing the job (Albrecht 1992).
Despite these nice words many companies look at service as either a
nice-to-have or necessary evil. Luckily more and more of them are starting to
realize that the only way to keep customer is by providing service excellence.
There are six factors that positively influences a customer's perception
of service quality. These factors are of course important for all customers but
especially for a CTPs with a high expectation of performance for his clients:
1. Being on Target - Set and meet customer's expectations.
2. Care and Concern - Be empathic and willing to help.
3. Spontaneity - Employees quick responses and thinking abilities.
4. Problem solving - Service providers are trained to be problem
solvers.
5. Follow-up - Often appreciated by the customers and it is associated
with caring and professionalism.
6. Recovery - Making things right quickly is a powerful factor in
creating an enduring image of higher quality (Myers and Buchman
1992).
10
CUSTOMER EVALUATIONMETHODS
The most commonly used method to seek feedback from your
customers is by sample survey research. This means that a small sample is
taken from a larger population and based on the opinions from the sample
you generalize about the entire population. The sample survey method did
not gain public acceptance until 1935 when George Gallup started the
American Institute of Public Opinions in order to conduct weekly polls on
certain issues.
Survey information can be collected by means of any of three different
methods of implementation; mail-out, telephone and in- person interviews.
Mail-out The advantages with this method are that it is cost saving,
convenient and there are no time constraints on the
respondents.
The disadvantages are that it has allow answering rate, long time
to get responses back and a lack of open ended questions.
In-person The advantages are that it is flexible, can ask complex questions
and a high response rate.
The disadvantages are the high costs, interviewer bias and the
lack of anonymity for respondents.
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Telephone The advantages are a rapid data collection, low cost and
anonymity.
The disadvantages are that it is stressful, has a lack of visual
materials and less control over interviewer.
The method that is mostly used is the mail -in method (Rea & Parker 1992).
A method that is not so commonly used is focus groups and that is
despite the fact the many authors agree that it is one of the best evaluation
methods. Albrecht calls it a gold mine for discovery. He continues by saying
that it is remarkable few organizations that use the simple expedient of asking
their customers for ideas about improving the value package they deliver.
There are plenty of customers in all markets who have strong views,
undiscovered needs and preferences but nobody asks them. Focus groups in
its simplest form are just a get together with about 7 -10 people who are
typical of the kinds of customers you seek to understand better. A moderator
hosts the meeting, guides the discussion and asks questions to explore the
participants view about the aspects of service being investigated and help
them express themselves comfort. The means for analyzing the findings can
vary from simple note taking and later discussion to more sophisticated
methods like audio or video recording and even observation through a one
way window (Albrecht 1992).
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The reasons why people don't like to use focus groups can be the
perception that:
A) First, that focus groups don't provide any
"hard" data, facts
and figures like a questionnaire.
B) Second, the information collected in a focus group can't really go
through a typical mathematical analysis.
This is not completely true. The nature of the analysis of a focus group
data should be determined by the research questions and the purpose for
which the data was collected. One must not forget the advantages with focus
groups, the opportunity for the participants to speak freely about different
topics and explain their opinions, not just fill out a yes or a no.
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CHAPTER in
METHODOLOGY
The direct members of the National Business Travel Association were
the population from which a sample was drawn to participate in this survey.
A questionnaire was constructed which purpose was to find out if and how
CTPs were seeking feedback from their clients. The completed questionnaires
were analyzed with the help of Excel, a statistical computer program and
certain conclusions were drawn based on the result of the survey.
Stage 1 - Constructing the Questionnaire
The first stage of the study was to determine to which extent corporate
travel planners were seeking feedback from their clients and how. The
different methods of seeking feedback were found after consulting literature
of service and personal interviews with professional corporate travel
planners. These methods were focus groups, mail-in surveys, telephone
interviews and personal interviews. If CTPs did not seek feedback they were
to specify the reasons why. The choice to use a mail - in questionnaire was
favored because the respondents were located all over the U. S, and additional
it provides cost saving and convenience (Rea & Parker 1990).
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The questionnaire started out by asking if the CTPs conducted focus
groups or not. If they did they were to go on to question number 2. If they did
not use focus groups they went on answering question IB, what other kind of
evaluation method they used and 1C, why they did not conduct focus groups.
( See appendix).
If the respondents conducted focus groups they were asked in question
2 - 4 to describe how they were performed, how often and the size of a typical
focus group. The questions regarding focus groups were constructed with the
help of literature on the subject (Stewart and Shamdasani 1990).
In question 5 the corporate travel planners were asked to prioritize the
topics they usually concentrate on when evaluating
airlines'
performance.
The topics where chosen with help of the service items described by Poynter
(1990). These factors could be grouped in: before, during and after flight
services and they were more separated in question 7 and 8.
It was also interesting to see on which airlines the time was spent. The
airlines were separated into U. S transatlantic and transatlantic carriers. The
U. S transatlantic airlines were American Airlines, Continental, Delta, TWA,
United and USAir. There was also an open alternative for the respondents to
fill in if none of the given ones matched. The non U. S transatlantic carriers
were Air France, Alitalia, British Airways, KLM, Lufthansa, SAS and Swiss
Air. Also here there were an open alternative. The respondents were to
indicate in percentage time spent on U. S transatlantic carriers and
transatlantic carriers.
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In question 7 and 8 the respondents were asked to rate the service items
provided by the airlines based on the evaluation from their clients. The
items were here also divided in to before, during and after flight service. The
scale was from 1-4, 1 was poor, 2 was average, 3 was above average and 4 was
outstanding. This scale made it easy to detect if any service item was better
the average (Rea and Parker 1992), and there were also an alternative with not
applicable. Question number 7 dealt with the U. S transatlantic carriers and
question number 8 with the transatlantic carriers. These questions were
made in attempt to find out the actual performance level of the airlines and
make a rating between the airlines participating in the study.
The two last questions were open ended and they asked what was the
most favorable and crucial information regarding transatlantic air travel.
This was to see how corporate travel planners perceive the information
presented to them.
Stage 2 - Creating a Sampling Frame
The participants to this survey were randomly selected from the direct
membership list of NBTA (National Business Travel
Association). The
members of this organization are professional corporate travel planners and
are dealing with business travel on a daily basis. Hundred persons were
selected throughout the U S and they were sent a mailed questionnaire with
a pre paid postage enveloped enclosed. The mailing was done on the 8 of July
16
1993 and the respondents were asked to send in the filled out questionnaire by
the 22nd of July 1993. After the time limits an additional telephone follow-up
was performed to reach the desired response rate level of 30%.
Stage 3 - Data Analysis
After the data was coEected it was entered into Excel, a spredsheet program
that also programs statistical analysis. The main purpose of the analysis was
to see if and how CTPs got feed back from their clients. Also reasons for not
conducting focus groups would be analyzed. In questions 7 and 8 amean
value of each of the participating airlines was drawn. In chapter TV further
finding will be discussed further.
17
CHAPTER IV
RESULTS,ANALYSIS AND DISCUSSION
This study sought to determine if CTP got feedback from their clients,
how this feedback was handled and how the airlines were performing
according to the feedback. This chapter will show the results and findings of
the questionnaire that was sent out to the CTPs participating in this survey.
RESULTS
The mailing to 100 CTPs who were direct members of the NBTA
(National Business Travel Association), this resulted in 25 mail returns.
Follow-up phone calls to individuals that had not responded resulted in an
additional 10 responses, for a total of 35 persons, a response rate of 35%. This
data was then entered into Excel to compute different statistical information
that was needed for the analysis.
SUMMARY OF FINDINGS
In general the statistical results showed that 89% of the CTPs did not
conduct focus groups. Focus groups were performed by 11% of the
respondents, which was a higher figure that expected (see Chart 1).
18
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The other means of evaluating the performance of the different
airlines were to hand - out questionnaires, interview selected persons,
telephone interviews and other methods. The most popular method was to
hand - out questionnaires (37.5%) which also meant collecting score card that
had been put in the ticket folder for the clients. This seemed to be the most
commonly used method. Interview selected persons and telephone
interviews both gathered 25% of the respondents, other methods got 12,5 %
(see chart 2).
Question 1C asked why they did not conduct focus groups. The two
first alternatives, it is too expensive and that they did not have the knowledge
did not collect any responses what so ever. The most part, 40%, sought it was
too time consuming and 35% indicated other reasons. The major reason
tended to be that the CTPs thought that there was no need for focus groups
and 25% did not evaluate at all (see chart 3).
In question number 2 we found those respondents who said that they
conducted focus groups. They where asked how the individuals were chosen
to participate in the sessions. A large number, 75%, stated other that the given
answers. The most commonly used method seemed to be using a frequent
flier list provided by the airlines. The other method was to randomly choose
individuals from a clientele list (25%) and finally the alternative to chose
certain individuals got no responses (see chart 4).
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Further more in question number 3 they stated the number of
participant in their sessions. About 10 persons was used by 50% of the
respondent and 9 or 12 persons was used by 25% each. How often they
conducted focus was hard to gain information about. Statements like "when
there is a need" or "when we want to make changes" are not very specific.
The most reliable answer seemed to be about once every quarter.
Question number 5 was answered by all the respondents. They were
asked to prioritize the different topics that they concentrated on in their
evaluations, 1 indicated highest priority and 12 the lowest (see Table 1). The
number one topic concentrated on when evaluating was arrival time, which
was not surprising since the business travelers has to be at a certain place at a
certain time. On second place we find departure time and finally
overbooking and cancellation. These factors can influence the smoothness of
the flight and are also of importance for the business traveler. Price is in
fourth place and not of to much importance. Seating, courtesy of personnel,
service on board, boarding procedures are all "during
flight"
topics. These
were all found in the middle of the table and of no significant importance.
The topics of least importance were frequent flier program, which may be
surprising because many airlines concentrate on these. In the bottom of the
importance scale we find baggage handling, information during flight and
ground transportation.
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TABLE 1 TOPICS FOCUSED ON WHEN EVALUATING
TOPIC MEAN VALUE (ORDER OF PRIORITY 1-12)
Arrival on time 2.2
Departure time 3.5
Overbooking, cancellations 4.0
Price 4.5
Seating 5.5
Courtesy of personnel 5.8
Service on board 5.9
Boarding procedure 6.2
Frequent flier program 6.8
Baggage handling 6.9
Information during flight 9.0
Ground transportation 9.8
In question number 6 the respondents indicated in percentage time
spent on U. S carriers and on transatlantic carriers. A mean value showed
that 76.8% of the time was spent on U. S carriers and 10.6% was spent on trans
atlantic carriers. The question got then more into depth on how much time
was spent on each airline. Mean values were calculated and
are shown in
table 2.
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TABLE 2 PERCENTAGE OF TIME SPENT ON U. S CARRIERS
U. S TRANSATLANTIC CARRIERS MEAN VALUE
USAir 25.0%
American Airlines 23.8%
Continental 15.0%
Delta 13.0%
TWA 4.3%
United 3.1%
The airline that got the highest percentage of time was USAir with
25%. After that followed American, Continental, Delta, TWA and the least
time were spent on United with 3.1%. These figures are effected by which
airlines the CTPs that participated in the survey were using. Therefore the
figures can only be used as an estimate of the airlines used for the whole
population. The time spent on transatlantic carriers looks as we can se in
Table 3. The mean values below are the mean value in percentage given for
each airline and not for the U. S carriers or the transatlantic carriers as a
whole. Among the transatlantic carriers British Airways was the airline that
the CTPs spent most time,13.8%. After that we find Lufthansa, Air France,
Other airlines, SAS and finally Swiss Air with 1.0%. On other airlines the
respondents indicated for example Luxair and Air India. None of the
respondents indicated Alitalia or KLM.
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TABLE 3 PERCENTAGE OF TIME SPENT ON TRANS.CARRIERS
TRANSATLANTIC CARRIERS MEAN VALUE
British Airways 13.8%
Lufthansa 7.5%
Air France 2.0%
Other 6.8%
SAS 2.5%
Swiss Air 1.0%
For question 7 and 8 a percentage was established among the
respondents of how many indicated a 1, how many indicated a 2 and so on.
The tables in the appendix show the total distribution in percentage for each
service item and for each airline (see appendix).
In question number 7 different service factors were rated by the CTPs
based on how their clients rated each of these items for the different airlines.
These service factors are described by Pointer (1988). Question number 7 is
dealing with the U. S carriers and question number 8 with the transatlantic
carriers. In the rating 1 represented a poor level of performance for that
certain service item, 2 an average, 3 above average and 4 were outstanding.
The tables number 4 and 5 show the total percentage collected for each rating
for the different airlines.
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As we can see in Table 4 the airline that gathered the highest
percentage of Ls, the poorest rating was TWA (19.2%) followed by Delta
(15.6%). After that we find American (11.4%), Continental (10.7%), USAir
(7.6%) and finally United with 7.1%. The highest percentage of 2Ns (average)
was again achieved by TWA got 48.1%. Here they were followed by American
Airlines at 40.4% then Delta (40.1%), Continental (30.0%), United (24.2%) and
then USAir with 20.0% American got the highest amount of 3^s (above
average) with 40.8% and USAir following with 38.1%.
After that we find United (37.3%), Continental (37.1%), Delta (34.3%)
and TWA with 24.8%. The highest percentage of 4"s (outstanding) was
achieved by USAir (34.2%) followed by United (31.3%) and then Continental
(22.1%), Delta (34.3%), TWA (7.9%) and American with 7.2%. To summarize,
TWA seems to be the airline with in general the lowest rating while USAir
was the most popular one that collected most 3vs and 4"s. Among the U. S
carriers the total distributions of the percentage are shown on the following
page.
28
TABLE 4 TOTAL PERCENTAGE OF RATING PER AIRLINE
RATING
(poor) (average) (above average) (outstanding)
1 2 3 4
AIRLINE
AA 11.4% 40.4% 40.8% 7.2%
GO 10.7% 30.0% 37.1% 22.1%
DL 15.6% 40.1% 34.3% 9.2%
TW 19.2% 48.1% 24.8% 7.9%
UA 7.1% 24.2% 37.3% 31.3%
US 7.6% 20.0% 38.1% 34.2%
The figures for the transatlantic carriers that are shown in Table 5 are
in general closer together and higher rated than the ones for the U. S carriers.
The airline with most Ts (poor) is Air France 3.3% followed by Swiss air with
1.7%, and then we find Lufthansa (1.5%), SAS (1.0%) and last British Airways
with 0.5%. Swiss Air has the most 2^s (average) with 18.7% and here Air
France got 16.8% and then Lufthansa (14.2%), SAS (11.8%) and British
Airways with 10.6%. Swiss Air also got the highest rate of 3^s (above average)
with 35.5% followed by Lufthansa with 35.2% and then Air France (33.9%),
British Airways (32.2%) and then SAS with 31.9%. British Airways got the
highest percentage of 4^s (outstanding) with 56.5% closely followed by SAS
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with 55.0% and the Lufthansa (49.0%), Air France (45.9%) and the Swiss Air
with 44.2%.
TABLE 5 TOTAL PERCENTAGE OF RATING PER AIRLINE
RATING
(poor) (average) (above average) (outstanding)
1 2 3 4
AIRLINE
AF 3.3% 16.8% 33.9% 45.9%
BA 0.5% 10.6% 32.2% 56.5%
LH 1.5% 14.2% 35.2% 49.0%
SK 1% 11.8% 31.9% 55.0%
SR 1.7% 18.7% 35.5% 44.2%
It is much harder to summarize the transatlantic carriers since the
figures are much closer together. It seems as if Swiss Air and Air France were
the two with the highest amount of low rating. British Airways and SAS are
the two airlines with mostly high ratings.
To summarize both of these tables above, one finds that the business
travelers perceive the transatlantic carriers as having a higher standard of
service compared to the U. S carriers. These figures must be analyzed with
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precaution. Only a small number (10.6%) of the respondents used
transatlantic carriers, while most of the used U. S carries (76.8%). Still there is
a clear tendency towards a higher rating for the transatlantic carriers. Price
was not one of the items that they could rate which also might have changed
the total ratings slightly.
The two final questions were open ended questions. Question number
9 asked what was the most favorable information provided concerning
transatlantic air travel and question number 10 which was the most crucial.
The answers to these two questions were in most cases the same. The most
frequent answer was the number of flights available and schedule of flights.
Another answer was the service level in business class and overall service
levels. Many of the respondents were also concerned with safety and security
checks. Some of the respondents found information about customs
procedures as very crucial.
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CHAPTER V
SUMMARY AND RECOMMENDATIONS
This study examined whether corporate travel planners performed any
kind of evaluation among their clients and in that case what that evaluation
revealed about the different air lines' performance. A questionnaire was sent
out to 100 members of National Business Travel Association (NBTA) all over
the U.S. In this questionnaire the respondents were asked to answer 10
questions about if and how the evaluated the performance of the airlines.
The questionnaire had a 25% response rate and an additional follow-up was
made over the phone so that in the end a 35% response rate was
accumulated.
In the survey, 25% of the respondents said that they did not perform
any evaluation at all. The most commonly used evaluation method was to
hand-out questionnaires which was used by 37.5%. Focus groups were used
by 11 % of the respondents as an evaluation method. When asked why they
did not perform focus groups 40% said it was too time consuming. The top
issued brought up in their evaluation whether they used focus groups or any
other kind of evaluation method, was arrival time of the airlines.
Most time was spent on U. S carriers 76.8%, and 10.6% was spent on
transatlantic carriers. The highest rated U. S carrier was USAir followed by
United and the highest rated transatlantic carrier was British Airways
followed by SAS.
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The most favorable and crucial information provided to corporate
travel planners regarding transatlantic air travel was information about
numbers of flights, schedules and customs procedures in foreign countries.
RECOMMENDATIONS
Further studies should be undertaken to examine the reasons why so
many corporate travel planners do no evaluate at all. In the service industry
it is very important to seek feedback from your customers, in this case your
clients, so that you will know that you get value for your corporation's
money and that the clients are content with the service they are provided
with.
A comparable study between the U. S carriers and the transatlantic
would be highly interesting. As stated in the findings the transatlantic
airlines in general got a much more favorable rating compared to the U. S
carriers. The issue of price never came up in this study and the question if
that would have effect on the choice of airline even if the service is not good.
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APPENDDQA
July 7, 1993
Dear Corporate Travel Planner :
I am a student member of the New York State NBTA Chapter and currently a
graduate student at Rochester Institute of Technology working on my thesis for a
masters degree in hospitality and tourism. The questionnaire enclosed in this letter
survey how corporate travel planners seek feedback from their customers, and will
also try to assess the performance of transatlantic carriers.
I realize that your time is limited because the nature of this profession. The survey
will only take five minutes to fill out and is of great value and importance for my
research.
Please return your completed questionnaire in the enclosed postage paid envelope
or by fax (716-475-6401) by July 22, 1993. All information will be held in confidence
and only used for research purpose.
Your returned response is of the greatest value to my research and I appreciate your
participation. If you would like a summary report of the findings please enclose a
business card ( do not staple to questionnaire). If you have any questions regarding
the questionnaire, or the intent of this study please contact me at (716) 272-0563 or
the School of Food, Hotel and Travel Management at (716) 475-5666.
Sincerely,
Eva Larsson
Graduate student
Rochester Institute of Technology
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APPENDIX B
DIRECTIONS :
Please answer the questions according to the instructions.The objective for this survey is to see
how corporate travel planners seek feedback from their clients. In this questionnaire a focus
group means a group discussion where a moderator asks very broad questions that are focused
towards a specific issue. Please circle your answers.
1. Do you use focus groups as a procedure of evaluating airlines performance?
yes no
If yes, please continue to question # 2
If no, what method do you use to evaluate airline performance
a) Hand out questionnaires c) Telephone interviews
b) Interview selected persons d) Other, please explain
If no, why do you not conduct focus groups?
a) It is too expensive d) It is too time consuming
b) Do not have the knowledge e) Other, please explain
c) We do not evaluate
Please skip to question #5
2. How are the individuals selected to participate in the focus groups?
a) Certain individuals chosen from a clientele list
b) Randomly chosen from a clientele list
c) Other, please explain
3. How many individuals comprise the "typical
size"
of your focus group?
Please specify.
4. How often do you conduct focus groups sessions?
Please specify.
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5. When evaluating airline performance what topics do you usually concentrate on?
Please put a number infront of topic indicating order of priority.
.Courtesy of personnel ...Service on board ....Arrival on time
.Overbooking, cancellations ....Seating .Baggage handling
..Boarding procedures
.Departure on time
.Information
during flight
.Price
.Ground transportation
.Frequent flier program
6. If feed back is focused on a special airline please indicate below the percentage spent on
U.S transatlantic carriers and on transatlantic carriers.
U.S transatlantic carriers. Transatlantic carriers.
Of that time spent on each of the following airlines:
U.S transatlantic: Transatlantic:
America (AA) Air France (AF)
Continental (CO) Alitalia (AZ)
Delta (DL) British Airways (BA).
TWA KLM
United (UN) Lufthansa (LH)
USAir (US) SAS,
Other. Swiss Air (SR)
Other.
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7. How do your clients rate the services provided the listed U.S transadantic air carriers?
( Please rate each item on each carrier from. 1-4, where 1 is poor, 2 is average, 3 is above
average and 4 is outstanding, N/A if not applicable)
Air carriers: AA CO DL TWA UN US
Service items:
Before flight service
Check - in
Security check
Bumping, cancellations
over bookings -
Courtesy of personnel -
Boarding procedures
~
During flight service
Searing
Storage of baggage -
Performance of the crew -
Extra amenities
-
Food quality
~
Smoking/ Non Smoking sections -
Temperature and air quality
After flight service
Arrival on time
" ~- " " "
Wait time for baggage
~
Condition of baggage
Transportation connection
(Taxi, limo, courtesy bus etc.)
-
39
8. How do your clients rate the service provided by the listed transadantic carriers?
(Please rate each item for each air carrier from 1-4, where 1 is poor, 2 is average, 3 is above
average and 4 is outstanding, N/A if not applicable)
Air carriers: AF AZ BA KLM LH SAS SR
Service items:
Before flight service
Check - in -
Security check
Bumping, cancellations
over bookings -
Courtesy of personnel -
Boarding principles
During flight service
Seating ~
Storage of baggage - -
Performance of the crew
Extra amenities
Food quality
Smoking/Non Smoking sections -
Temperature and air quality -
After flight service
Arrival on time
Wait time for baggage -
Condition of baggage -
Transportation connection
(Taxi, limo, courtesy bus etc.)
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In general, what is the most favorable information that is provided to you concerning
transadantic air travel?
10. In general, what is the most crucial information that is provided to you concerning
transadantic air travel?
Thank you very much for your participation!
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APPENDIX C
Air carriers: AA CO
Service items: 1234 1234
Before flight service
Check -in 6% 40% 43% 10% 10% 23% 30% 36%
Security check 16% 36% 36% 13% 10% 36% 30% 23%
Bumping, cancellations 13% 43% 33% 3% 20% 20% 43% 16%
over bookings
Courtesy ofpersonnel 13% 46% 33% 6% 16% 26% 40% 10%
Boarding procedures 10% 33% 36% 10% 10% 26% 40% 16%
During flight service
Seating 10% 43% 40% 6% 6% 20% 40% 30%
Storage of baggage 6% 40% 36% 10%
_
23% 36% 40%
Performance of the crew 6% 43% 40% 10% 10% 26% 43% 30%
Extra amenities 13% 23% 50% 6% 3% 36% 36% 23%
Food quality 20% 33% 46% _ 16% 46% 26% 10%
Smoking/Non Smoking 10% 36% 46% 6% _ 20% 43% 36%
'Temperature and air quality 6% 33% 43% 6% 10% 33% 43% 13%
After flight service
Arrival on time 10% 56% 33% _ 6% 20% 43% 30%
Wait time for baggage 10% 43% 40% 6% 13% 36% 30% 20%
Condition of baggage 13% 30% 40% 16% 16% 26% 36% 13%
Transportation connection 20% 43% 33% 3% 23% 53% 23%
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Air carriers: DL TWA
Service items:
Before flight service
Check - in
Security check
Bumping, cancellations
over bookings
Courtesy ofpersonnel
Boarding procedures
6% 30% 50% 10%
10% 33% 40% 6%
16% 56% 26%
20% 56% 20% 3%
33% 53% 13%
16% 56% 23% 6%
20% 46% 26% 10%
13% 46% 30% 10%
16% 66% 13% 6%
30% 43% 26%
During flight service
Seating 6% 50% 43% 6%
Storage of baggage 6% 43% 40% 10%
Performance of the crew
_
33% 50% 16%
Extra amenities 23% 53% 20% 3%
Food quality 43% 40% 10% 6%
Smoking/Non Smoking 10% 33% 40% 16%
Temperature and air quality 6% 20% 53% 20%
After flight service
Arrival on time
Wait time for baggage
Condition of baggage
Transportation connection
26% 46% 23% 3%
20% 33% 36% 10%
10% 36% 23% 20%
10% 23% 50% 16%
20% 56% 23%
16% 30% 33% 20%
3% 33% 46% 6%
33% 53% 13%
33% 46% 10%
10% 46% 30% 13%
16% 56% 23% 6%
30% 56% 13%
23% 53% 20% 3%
10% 33% 30% 16%
13% 36% 30% 30%
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Air carriers: UN US
Service item: 1234 1234
Before flight service
Check -in 10% 23% 30% 36% 6% 20% 43% 30%
Security check 16% 20% 43% 20% 16% 26% 40% 16%
Bumping, cancellations _ 20% 43% 36%
_
16% 40% 43%
over bookings
Courtesy ofpersonnel 6% 10% 43% 40% 6% 26% 36% 23%
Boarding procedures 6% 46% 23% 26% _ 10% 43% 36%
During flight service
Seating 13% 26% 30% 30% 6% 10% 33% 50%
Storage of baggage 10% 23% 30% 36% 10% 23% 30% 36%
Performance of the crew 3% 16% 43% 36% 3% 23% 40% 33%
Extra amenities
_
26% 46% 26% 3% 20% 40% 36%
Food quality 6% 30% 33% 30% 16% 26% 36% 16%
Smoking/Non Smoking 10% 23% 30% 36% 10% 13% 40% 36%
'Temperature and air quality 10% 23% 30% 36% 10% 13% 40% 36%
After flight service
Arrival on time 3% 20% 46% 30% 6% 20% 33% 30%
Wait time for baggage __ 16% 43% 40% 6% 10% 33% 50%
Condition of baggage 10% 36% 40% 13% 13% 26% 36% 26%
Transportation connection 13% 25% 30% 30% 10% 23% 30% 36%
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Air carriers: AF BA
Service items: 1234 1234
Before flight service
Check -in 13% 33% 33% 30%
_
13% 25% 60%
Security check _ 10% 36% 53% _ 16% 43% 40%
Bumping, cancellations 6% 10% 33% 50%
_
20% 33% 50%
over bookings
Courtesy ofpersonnel _ 16% 43% 40% _ 23% 30% 46%
Boarding principles _ 10% 36% 53% 3% 23% 26% 46%
During flight service
Seating 6% 20% 43% 30% _ 26% 36% 36%
Storage of baggage 3% 16% 26% 56% 3% 16% 20% 50%
Performance of the crew
_
13% 26% 60%
_
10% 26% 63%
Extra amenities
_
16% 26% 57%
_
10% 33% 56%
Food quality _ 16% 20% 63% _ 13% 36% 50%
Smoking/Non Smoking _ 10% 43% 46% _ 16% 36% 46%
Temperature and air quality _ 16% 43% 40% _ 10% 33% 56%
After flight service
Arrival on time 6% 20% 30% 43% _ 16% 43% 40%
Wait time for baggage 10% 23% 30% 36% _ 10% 40% 50%
Condition of baggage _ 16% 43% 40% _ 10% 36% 53%
Transportation connection 10% 23% 30% 36% 3% 10% 33% 56%
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Air carriers: LH SAS
Service items: 12 3 4 12 3
Before flight service
Check - in 3% 16% 30% 50%
?Security check 16% 43% 40%
Bumping, cancellation
over bookings
-
10% 36% 53%
Courtesy ofpersonnel 6% 10% 43% 50%
Boarding principles 3% 16% 26% 56%
During flight service
Seating 10% 33% 56%
16% 43% 40%
10% 33% 56%
13% 26% 60%
3% 30% 67%
3% 16% 30% 50%
10% 35% 53%
Storage of baggage 6% 20% 43% 30% 10% 13% 30% 46%
Performance of the crew
_
10% 26% 63%
_
10% 33% 56%
Extra amenities
_
10% 26% 63%
_
6% 26% 67%
Food quality _ 16% 43% 40% _ 13% 36% 50%
Smoking/Non Smoking 3% 16% 30% 50% _ 20% 26% 46%
Temperature and air quality _ 26% 30% 43% _ 20% 26% 46%
After flight service
Arrival on time _ 6% 30% 63% _ 3% 30% 67%
Wait time for baggage _ 10% 33% 56% _ 10% 33% 56%
Condition of baggage _ 16% 43% 40% _ 10% 36% 53%
Transportation connection 3% 20% 40% 36% 3% 13% 30% 56%
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Air carriers: SR
Service items: 1 2 3 4
Before flight service
Check - in 6% 10% 33% 50%
Security check 16% 43% 40%
Bumping, cancellations 3% 26% 20% 40%
over bookings
Courtesy ofpersonnel
Boarding principles
23% 20% 56%
20% 36% 43%
During flight service
Seating _
S torage of baggage 6%
Performance of the crew
Extra amenities
Food quality _
Smoking/Non Smoking _
Temperature and air quality _
After flight service
Arrival on time 6%
Wait time for baggage
Condition of baggage
Transportation connection 6%
26% 43% 30%
20% 30% 43%
23% 30% 46%
20% 33% 46%
16% 26% 43%
20% 33% 46%
16% 43% 40%
20% 33% 40%
10% 43% 56%
16% 46% 36%
13% 43% 40%
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